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Abstract

The objectives of this research were to establish and evaluate access of a Proactive Public
Relations Plan for Hotpittayakom School, District Hot, Chiang Mai Province. The research
population were 1,073 Parents from Hotpittayakom School District Hot, Chiang Mai Province.
Academic year 2020. The sample were 278 Parents from Hotpittayakom School District Hot, Chiang
Mai Province. Academic year 2020. by random purposive sampling, Krejcie and Morgan sample size
tables were used. (Krejcie, R. V. & Morgan, D. W., 1970, P.607-610)

The research results were found that 1) Proactive Public Relations Plan for Hotpittayakom
School, District Hot, Chiang Mai Province is a strategic plan for proactive publicity using special
events with the participation of external communities. It aims to disseminate information, news
and various activities school items and also create a process for community participation in various
operations throughout a program of activities to promote entrepreneurial skills to support family
businesses. Moreover, there are the special curriculum activities consist of communication through
local media, community radio, parents’ meeting activities, online channels such as Facebook, line,
YouTube, school website 2) the Accessibility results the Proactive Public Relations Plan for
Hotpittayakom School, District Hot, Chiang Mai Province Overall, it's very high (X= 4.13, S.D. = 0.67).

On a case-by-case basis, it was found that all sides were at a very high level, sorting out the
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average, descending. This includes community participation (X= 4.16, S.D. = 0.66), promotion of
local products (X= 4.14, S.D. = 0.66), participation in workshops. entrepreneurship inspire boost
camp (X=4.13, S.D. = 0.66) Access to school activity information. (X= 4.12, S.D. = 0.68) and online
distribution channels (X= 4.09, S.D. = 0.69)

Keywords: Proactive Public Relations Plan; Accessibility evaluation
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